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Making	sense	of	the	Inger	Støjberg	ad	
An	investigation	of	how	Danish	readers	make	sense	of	the	Inger	Støjberg	poster	and	how	it	has	
affected	the	Danish	nation	brand.	
	
	
The following is a study of how Danes make sense of two posters. The first poster was created by the 
Danish ministry of integration and is an informational poster, telling refugees how the new Danish 
government has tightened regulations to keep asylum seekers from coming to Denmark. This poster 
reached international media, causing controversy and potentially harming the Danish nation brand. We have 
therefore attempted to create an alternative poster, to see if we could communicate the same message and 
at the same time avoid damaging the Danish nation brand. Through a focus group, followed by an analysis, 
using Kim Schrøders ‘multidimensional model of mass media reception’, we see that the informants have a 
much more positive reaction to our alternative poster, than they did to the ministry poster. Therefore, our 
conclusion is that the alternative poster would have meant less damage to the nation brand of Denmark, 
because it is less aggressive, more informational and neutral to a certain extent.  
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Introduction	
“Denmark has decided to tighten the regulations concerning refugees in a number of 
areas”  
(Appendix A: 1) 
	
This headline was part of a campaign created by the Danish ministry of integration. The 
poster in question was published in several Lebanese newspapers, basically warning 
refugees about the changes in regulations. The campaign created a stir in international 
media. International news agencies such as The Independant (Web 1) and Wall Street 
Journal (Web 2) reported the existence and wording of the ad widely. The ‘preferred’ 
meaning of this poster is as Inger Støjberg herself states “The effect will hopefully be that 
fewer asylum seekers come to Denmark” (Web 3). 
	
The fact that word about Denmark’s new and harsh stance on refugees, spread so 
quickly, was also not a surprise to her; “The ads will contain factual information on the 
halving of benefits as well as other restrictions that we will be enacting. That kind of 
information spreads very quickly,” (Web 4).  
	
The ministry poster (Appendix A: 1). 
 
We set out, wanting to investigate what the ministry poster, has done to the Danish 
brand. Has it damaged the Danish brand? Could we achieve the same goal with a 
different campaign, and avoid damaging the Danish brand? 
	
During a workshop at Roskilde University, our design brief and problem was simple; is it 
possible to create a campaign with the goal of deterring potential asylum seekers from 
picking Denmark, in a humane and ethical way? In order to do that, we needed to figure 
out what the most important factors for a potential asylum seeker are. A collaboration with 
the Danish Red Cross was facilitated through Roskilde University and interviews with 
asylum seekers were set up. We would have preferred the chance to choose our 
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informants, to ensure that they belonged to the same target audience as the Danish 
campaign. This was not possible as the informants were picked by the Danish Red Cross. 
In effect, this changed our target audience from refugees travelling through Lebanon to all 
potential asylum seekers considering Denmark as their destination. 
	
From the interviews we found several keywords and phrases which represented three of 
the most important considerations for potential asylum seekers; safety, family and the 
future (reference). We decided to base our campaign on these factors. From the 
informants, we furthermore gathered that information is quintessential to asylum seekers. 
A vast decision making process exists prior to anyone actually deciding to leave his or 
her home country and seek asylum elsewhere. This is where we saw an opportunity. If the 
information required to make such an important decision was available it would be very 
valuable to asylum seekers (reference). We thus decided to create an informational 
campaign with one goal; to aid refugees and asylum seekers in making a choice founded 
in valid information.  
	
Based on what we learned and our desire to provide useful information to potential 
asylum seekers, we decided that an informational website would be the best solution. 
The complexity of the current refugee crisis means that information changes rapidly and a 
website would be able to keep refugees updated. We found an existing website called 
asylumineurope.org (reference) and decided to work with it as a platform. One of the 
biggest problems facing the website is the fact that hardly anyone, even the Danish Red 
Cross, knows that it exists. So we created three posters as part of a campaign to 
advertise the existence of the website.  
	
The alternative poster can be seen in Appendix A (Appendix A: 2) 
	
We conducted a focus group interview with informants provided by the Danish Red 
Cross, to see what their reaction to the posters and website were. This project is a further 
investigation into the campaign by the Danish ministry of integration and the one we 
created. Using the same two posters, we wish to achieve and understanding of how 
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Danish readers make sense of the two posters and to do that reception research will be 
our strategy.  
	
The refugee crisis is a highly debated and controversial subject, especially at the 
moment. So we knew that our theoretical framework and methodology had to take into 
account that our informants would likely have strong opinions, and that a political 
discussion was almost inevitable. However, this is not a bad thing. Social constructivism 
tells us that society is both a social product and an objective reality and that people are a 
product of social constructions (Web 5). In other words, humans construct their reality 
through social interaction, especially through language (Berger & Luckmann 1966). 
Accepting this premise, conducting a focus group interview means that the informants 
are able to construct a common social understanding through discussion. This does in no 
way mean that the informants will reach a hegemonic understanding or view, but rather 
that a negotiation is likely to occur.  
	
Schrøder’s multidimensional model of reception analysis makes up the core framework of 
our analysis. It properly accounts for the diversity among our informants in the focus 
group by making us able to understand the reader's ideological evaluation of the material 
presented to them and what role they themselves play in their understanding. There are 
six dimensions of reception in the multidimensional model; motivation, comprehension, 
discrimination, position, evaluation and implementation (Schrøder 2000). By including 
these dimensions and distinguishing between them, the multidimensional model is the 
perfect tool for us to properly analyse our focus group interview, with our target audience 
being the average Dane. 	
 
Problem	formulation:	
How does Danish readers make sense of the two posters? 
• How do/could the posters affect the Danish nation brand according to Danish 
readers? 
• Is one poster a better option than the other? 
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Theoretical	Framework	
Nation	branding	
When investigating whether the ministry poster has damaged the Danish brand, we must 
first establish what the Danish nation brand is. In order to do this, we will use the concept 
of nation branding. This concept is derived from Place Branding which can basically be 
described as ’turning a space into a place’ (Hansen 2012: 271). 
 
According to Simon Anholt (Hansen 2012: 280) a nation’s brand is formed through the 
combination of 6 areas, one of which is political decisions that affect foreign nations 
directly or are reported in international media – this project will be focusing on this 
specific area. However, it is important to note, that this is only one of 6 areas within 
Anholt’s hexagon – the others being tourism, population, culture, investments and brand. 
The other areas are not of the same interest to us, as they do not concern the campaign 
in question. 
 
Through the lens of Anholt, the campaign can be seen as a political decision which is 
being reported in international media. The ministry poster is the product of a political 
decision that has generated an immense amount of reports and buzz on the international 
scene, thus affecting the nation branding. 
 
Heidi Hansen further introduces the concept of Public Diplomacy as an important part of 
nation branding (Hansen 2012: 291). Public Diplomacy is covering the representation of a 
nation within other countries and the campaign can be seen as just that; a piece of 
communication that represents the Danish government and their attitude towards 
refugees. 
 
In this project, we will use the concept of nation branding mainly to understand how the 
Danish readers of the posters believe the Danish brand has changed. We will investigate 
the influence the ministry poster has on the informants. This should enable us to answer 
whether the campaign has damaged the Danish brand. We will further try to understand 
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whether this would have been different in the case of the alternative poster. We hope to 
be able to answer whether the alternative poster would have been better for the national 
brand of Denmark. 
 
The	multidimensional	model	
“The activity of audiences is also a discursive activity that implicates audience members in 
the construction of social, political and cultural identities, and the collective production of 
social reality” (Murray et al. 2003).  
 
This chapter will take you through the framework of our analysis. The analysis is based on 
the multidimensional model, created by Kim Schrøder, and we will use it as a way of 
making sense of audience discourses. We consider it the core framework of the analysis 
for the project. It fits extraordinarily well with our goal; to investigate how Danish readers 
make sense of both the ministry- and the alternative poster. The multidimensional model 
has grown from the more traditional models of reception analysis, by Hall & Morley 
(1980), and the concept of ‘preferred meaning’ as well as the classic encoding/decoding 
model. The reason for using the multidimensional model is grounded in our social 
constructionist approach, Schrøder (2000: 241) writes “... any decoding, even that of a 
skilled textual analyst, is always already another encoding, that is, a product of the 
decoder’s cultural and communicative repertoires, and therefore marginally or 
substantially different from all other readings”. 
 
The multidimensional model is basically an attempt “... to re-conceptualize the dimension 
of receptions that has to do with the ideological evaluation of readings.” (Schrøder 2000: 
236). This model enables us, as analysts, to “... distinguish between reader’s subjectively 
experienced agreement or disagreement with the media text on the one hand (the 
readers’ ‘position’), and the researchers ‘evaluation’ of the role played by the readers’ 
position in hegemonic struggles.” (Schrøder 2000: 236). This distinction is important to us 
when trying to gauge whether the Danish nation brand has been affected by the ministry 
poster and hypothetically what affect the alternative poster would have.  
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The multidimensional model is built around 6 dimensions, or concepts, of reception. 
These 6 dimensions are further divided into two groups, namely those of readings and 
implications (Schrøder 2000). The dimensions of ‘readings’ are the dimensions which take 
into consideration the subjective meanings experienced by the readers. The dimensions 
of the ‘implications’ group are where the analyst can rate the subjective meanings in an 
‘objective’ manner (Schrøder 2000). With this model we are thus able to firstly find the 
subjective meanings in readings and then rate these meanings through an ‘objective’ 
evaluation. This is usually done in order to create the tools for further action (Leth 2015).  
 
Motivation	
Motivation is the dimension in which we examine aspects of the reader's personal 
relationship and interest in the subject matter. It is “the ‘link of relevance’ between the 
readers’ personal universe and the universe perceived to be presented by the text (and 
the situation surrounding its consumption).” (Schrøder 2000: 246). This link of relevance 
can be based on several different factors, the personal ‘interest’, ‘reminiscence’, 
‘identification’, and ‘community’ (Schrøder 2000). Readers can be placed on a continuum 
from weak to strong, but are not always locked in a sustained position, they rather move 
from one end of the continuum to the other due, to their different input of news as well as 
their a priori motivations towards different media (Schrøder 2000). For this project, 
motivation is interesting and important when we want to understand the informants’ 
readings of the posters. Did they read the ministry campaign already? What is their 
attitude towards it? 
 
Comprehension	
The second dimension of the multidimensional model is very important as it “... is 
conceptualized within a Peircean social semiotic, according to which specific encoded 
media meanings are differentially decoded denotatively and connotatively by audience 
members according to both macro-social factors (class, etc.) and micro-social/situational 
relations.” (Schrøder 2000: 246). The comprehension model thus represents a dimension 
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in which we can investigate how the Danish readers make sense of the two campaigns. 
This is done either in accordance with either the intentional meaning of the encoders or 
the comprehensions of other audience members. It presents us with a way of 
understanding the meaning attributed by the reader, through signs “... since humans live 
in communicative relationships, the meaning of signs is stabilized through the workings of 
interpretive communities…” (Schrøder 2000: 246). The dimension is a way for us to figure 
out where the readers’ readings and understandings of the text are placed along the 
continuum between monosemy and polysemy. Firstly, do the readers diverge entirely 
from the meaning of the ministry poster and refuse to acknowledge the meaning, or do 
they understand and thus correspond with the intended meanings of the ministry poster? 
Furthermore, the dimension makes it possible to investigate how the Danish readers see 
the alternative poster; does it present different meanings and what are these? Another 
aspect of the dimension worth investigating, is whether the Danish readers of the 
campaign diverge so much from the meaning, that they actually create/rewrite meanings 
of their own and attribute them to the campaign (Schrøder 2000: 247). 
 
Discrimination	
Studies have shown that audience members have a natural tendency to “adopt an 
aesthetically critical stance towards the text, as they comment on the paradigmatic and 
syntagmatic (e.g. generic) aspects of textual production” (Schrøder 2000: 247). So the 
hypothesis is that the readers actively, whether it being conscious or subconscious, have 
prejudices about the media text itself even before reading it. Awareness of the human 
element can for example lead the reader to focusing on the host of a news show, rather 
than focusing on the content the host is conveying. Therefore “the model of readings 
should include a dimension of aesthetic discrimination that takes the form of a continuum 
from immersion to critical distance” (Schrøder 2000: 248). In our case, the subject matter 
is somewhat controversial and people are highly opinionated. It will be interesting to see 
whether this becomes visible during our focus group. Are the Danish readers 
discriminating against or immersing themselves into the campaign(s)? 
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Position	
The fourth dimension of the model is to be used as a way of understanding the subjective 
attitude of the reader. The continuum of this dimension goes “... from acceptance to 
rejection of the perceived textual position and the various textual elements perceived to 
make up that position” (Schrøder 2000: 249). This should enable us to understand the 
Danish readers’ position in regards to what they perceive as being the message of the 
campaign. This dimension does not enable us to understand their position on the 
continuum in regards to the preferred meaning: “Through the concept of ‘position’ the 
model attempts to cover the informants’ subjective experiences of agreeing or disagreeing 
with the perspective perceived by the informants to reside in the text...” (Schrøder 2000: 
250). It is both interesting and relevant to our project where our informants are placed on 
this continuum as we expect the reception of the poster to be very opinionated. Strong 
positions on either side of the continuum could reveal themselves in our focus group, 
depending on their perceived position of the text. 
 
Evaluation	
With the dimension of evaluation, we as analysts move away from the subjective readings 
of the informants. With a social constructionist point of view, this dimension is of great 
importance: “On the dimension of political evaluation, then, we leave the domain of 
‘subjective’ readings, entering the ‘objective’ domain of social discourses…” (Schrøder 
2000: 250). The concept of evaluation enables us to place the readings of the informants 
on the continuum between hegemonic and oppositional. It is very important to note here, 
that we as analysts are never able to be ‘objective’, we rather “... evaluate audiences 
readings not objectively but in terms of his or her (our) personal political analysts of the 
social subject-matter of the message” (Schrøder 2000: 251). Thus the conclusions we 
draw from this dimension merely reflect in which way the reading influences the readers’ 
social practices, which in effect influences the social constructions the reader takes part 
in.  
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Implementation	
The final dimension of Schrøders model is Implementation. Implementation refers to how 
the readers’ use of the information constructed through the reading. The concept is a way 
of understanding how the reading of a text makes the reader react in his everyday life. 
The concept of implementation is further based on the premise, that we should “... think 
of everyday behaviour as inherently political, it follows that every conversation we engage 
in is part of the process through which society’s political life is constituted.” (Schrøder 
2000: 252). However, this dimension is ideally explored through an ethnographic study as 
single reception interviews are unlikely to reveal much symbiosis between media and our 
everyday life (Schrøder 2000: 253). We must underline the fact, that special 
circumstances exist, where “... there is a clearer relationship between media readings and 
specific instances of popular political activism.” (Schrøder 2000: 253). Our focus group 
could potentially be one of these instances. We may be able to find traces of our 
informants actively changing their everyday lives, in response to the posters. 
 
Reflections	
The subjective dimensions enable us to answer whether the readers have prior 
motivations, whether their comprehension is poly- or monosemic, whether they 
discriminate and what the informants’ position take after constructing their meaning of 
the poster. 
The second dimension and two last concepts enable us to understand how the readings 
of the posters are a part of the construction of their everyday lives. It further enables us to 
present a way of continuing work on the project by revealing discourses and data that 
could form the premise for further investigation.  
 
The multidimensional model is far from perfect. There are several issues with the model 
itself, but also with the way we use it. Several of the issues could be considered pitfalls. 
One of these is the fact that ‘implementation’ is based on the premise that the way of 
investigating this within the reader, is preferably done through ethnographic studies. Due 
to limited time and resources this is not possible for us, which could end up distorting our 
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data somewhat. Another obvious pitfall is the fact that studies like ours should build on 
several focus groups instead of just one. Again, time and resources become an issue to 
this project as the data would surely be more valid, had we been able to conduct several 
focus groups.  
 
The multidimensional model is definitely a model for discourse analysis as it offers certain 
concepts to look for in the readings. This helps validate our data in the way that we must 
state a premise for the investigation, we are looking for something, we are not going 
open-ended into the investigation. However, this also limits our findings. We are unlikely 
to stumble upon completely new findings as we have already donned the lens of the 
different concepts within the multidimensional model. 
 
The multidimensional model is positioned just between the micro-textual and the macro-
social levels of regular discourse analysis (Murray et al. 2003). It is a combination of the 
micro-textual, the intermediate level of discourse practices, and the macro-social. We use 
the multidimensional model as it combines these levels of analysis.  
 
Research	Design	
We want to analyse what impact the ministry poster has had on the Danish national brand 
and whether it could have been different by using the alternative poster. In order to do 
this, we need to conduct a reception study in the form of a focus group to construct 
empirical data we can analyse. Focus groups “... provide a valuable resource for 
documenting the complex and varying processes through which group norms and 
meaning are shaped, elaborated and applied.” (Bloor et al. 2001: 17). 
 
We want to understand how the domestic audience makes sense of the two posters, their 
perception of the national brand and how it was possibly affected by the two 
communication campaigns. For now, we will carry out a single focus group. Once the 
focus group is done, analysed and evaluated we will have to decide whether we obtained 
the required data. Following this evaluation, we will thus determine whether we need to 
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conduct another focus group or not. We would prefer doing several focus groups, but 
time and resources may not allow this. 
 
In order to do the focus group, several aspects must be considered. After researching 
theories, mainly those of Schrøder and Morgan, and adapting them to our project, we 
have designed our interview pattern based on the multidimensional model of analysis. It is 
a comprehensive theoretical framework and as stated by Schrøder, it takes into account 
“… the complex processes through which audiences engage, understand, criticize and 
respond to mass-mediated messages” (Schrøder 2000: 254). 
Schrøder’s reasoning for a multidimensional model is based on the idea that the classic 
model of encoding/decoding insufficient (Schrøder 2000). An example of the so called 
classic models is the decoding/encoding model by Stuart Hall. Hall distinguishes 
between three ‘decoding positions’: dominant-hegemonic, negotiated and an 
oppositional position. The main problem with this model is that “... it is highly probable 
that the meaning ‘preferred’ by the encoders will also become the preferred reading of the 
decoders” (Schrøder 2000: 238). Furthermore, and continuing with Hall, his model “... 
would need to be further developed in order to become an adequate tool for empirical 
research…” (Schrøder 2000: 242).  
 
As our project is based in the social constructionist school of thought, we find the 
multidimensional model to be the most comprehensive way of analysing and finding the 
constructed meanings. 
 
The	interview	
After having established the framework of our project, the next step will be to design a 
pattern for the actual focus group. We will base this pattern on Morgan’s article: Focus 
Groups as qualitative research (Morgan, 1997: 32). 
The first step is finding the informants for the focus group. Six participants should be 
sufficient for our task. The ideal number for a focus group is largely discussed and ranges 
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anywhere between 10 to 12 informants (Barbour, 2007: 62), to having three to four 
informants. 
 
“We recommend that student reception projects choose either individual interviews or 
small-group interviews of three or four participants, so that the situation does not get 
unwieldy" (Schrøder et al. 2003). Due to limited time and resources, we are going to 
follow this advice and set up a smaller focus group. Our aim is to have six informants, 
three of each gender. This is done to create valid and representative data from a social 
constructivist point of view (Schrøder, in print). Furthermore, it is argued that six to eight 
informants are representative (Morgan, 1997: 46).  
 
“Morgan (1988) provides the useful reminder that focus groups should be homogeneous 
in terms of background and not attitudes” (Barbour, 2007) so we have chosen to focus on 
a relatively young Danish audience. We aim to recruit Danes between 18 and 35 from 
different genders and socio-cultural backgrounds. The age of the informants is what ties 
them together to create the homogenous background.  
 
Regarding the recruitment of individuals for the focus group, our plan is to find the people 
for it through Facebook, due to a lack of time and resources. This has its benefits, as 
acquaintances will hopefully result in smoother and more comfortable conversations. 
However, a pitfall is that this will result in certain discourse being present in the 
conversation. The main argument for our process comes from Morgan (1997: 38); 
“...decisions should rely on the basic criterion of whether a particular group of participants 
can comfortably discuss the topic in ways that are useful to the researcher”.  
 
 
Our plan is to conduct the focus group in one of our homes in order to create a safe and 
trustworthy atmosphere. The comfortable and trustworthy atmosphere will also be 
achieved, by offering coffee and cake as “It is worth considering providing refreshments, 
as a way of showing gratitude to participants and encouraging a relaxed atmosphere” 
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(Barbour, 2007: 76). We aim to create a perfect setting for a natural conversation about 
the posters, rather than the session becoming an actual interview.  
 
Procedure	
First and foremost, we will be present the posters, one after the other. Following this, the 
moderator will ask a series of questions about both posters, one after the other. We want 
to spark a conversation between the informants and the moderator will hopefully be as 
obsolete as possible. Our aim is to understand the informants’ meanings of the readings, 
constructed through the coming-together of the focus group. The task of the moderator is 
to provide a steady flow of topics for the participants to debate, whilst at the same time 
avoiding interference and bias, as best we can. Regarding our theoretical approach, we 
will not explain the concept of nation branding to the informants, as we do not want to 
influence the premise of the conversation. 
 
After transcribing the focus group, we will analyse the discussion, whilst looking for 
patterns based on the six dimensions or concepts of the multidimensional model. It is 
also important to look at the “key words” the participants, thus gaining insight into the 
topic. It is crucial to us to understand how the informants’ sense-making process around 
media and therefore we want to delve into how they construct meaning and which words 
they use for this. (Schrøder, 2014: 2). 
 
Reflections	
We understand and are aware of the limitations and pitfalls our design presents. Firstly, 
focus groups, when compared with individual interviews, tend "...to strive for harmony 
and agreement." (Schrøder, Kim et al. 2003: 153). From a social constructionist point of 
view, this is merely the construction of meaning and is actually our intention. A factor we 
wish to avoid is complete homogenization and the format of focus group interviews 
provides just that. Schrøder argues that “The individual interview also avoids the ‘spiral of 
silence’ effect that may prevent idiosyncratic or controversial views and experiences from 
being expressed in group context.’’ (Schrøder, Kim et al. 2003: 153). This is a potential 
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problem in a focus group interview, but one we hope to avoid by using a moderator 
properly. Another pitfall is how the information and thus the data from focus groups tend 
to be more generic;  
 
“Individual interviews are frequently called 'depth-interviews’, a label that clearly singles out the advantage 
of interviewing people individually. The depth obtained is, first of all, due to the objective circumstance that 
an individual informant gets to say far more, and has greater opportunity to develop an argument or a 
narrative in an hour than any group member does in the same amount of time." 
(Schrøder, Kim et al. 2003: 153).  
 
Through the social constructionist approach, we deem it reasonable to avoid ‘depth-
interviews’ as the meanings are constructed through social interaction, validating the 
data. In a perfect world, we would have ideally combined several focus groups with 
‘depth-interviews’. However, time and resources meant limitations.  
 
Due to a lack of time we made the choice of a focus group, rather than individual 
interviews. Since the project has a fixed timeframe with an approaching deadline, we had 
to conduct the focus group as fast as possible. We decided to conduct a test focus 
group to gain insights into our questions and topics, thereby eliminating redundancies.  
 
Lastly, we want to talk about language and inexperience. The first concept is in many 
ways an ambiguous pitfall. On one hand, it can be a disadvantage to interview Danes in 
English as they may not be able to express themselves as precisely as in their native 
language. But on the other hand it may have the effect that they choose their words more 
carefully. We are well aware of our own inexperience as moderators, which is why we are 
conducting a test focus group. This should hopefully help to limit the amount of mistakes 
and help prepare us.  
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The	Analysis	
Introduction	to	analysis	-	our	procedure	and	approach	
Our analysis will be a walkthrough of the transcriptions, step by step. We will do several 
‘readings’ of the data, the first of which will be a general overview. In this general 
overview-reading we are looking for anything we as analysts deem significant, followed 
by several thorough readings of the data with particular set of goals in mind. These goals 
will be aligned with our theoretical framework, the multidimensional model, which will be 
our guide throughout our analysis. It is clearly a form of discourse analysis, as we are 
looking for particular positions, themes and keywords and phrases. 
 
As we go through the transcript, we will be looking for recurring phenomenon and general 
themes. These give us a general sense of the opinions expressed and the discourses they 
present and construct throughout the focus group. Through the multidimensional model 
we will be able to find examples of motivation, comprehension, discrimination, position, 
evaluation and implementation. An initial rough categorization will be followed up by a 
discussion with the goal of finding the discourses present and the meanings constructed 
in the focus group, in relation to our problem concerning the Danish brand.  
 
Motivation	
‘Motivation’ indicates where readings are located on the continuum from weak to strong. 
Do they care about the perceived subject matter? Do they have a priori motivations 
towards it?  
 
In regards to the alternative poster there were signs of the informants being motivated on 
several occasions. The subject matter of both posters is refugees. Informant 3 and 5 
seem to have a considerable amount of a priori motivation towards the alternative poster. 
Informant 3 states that “... a lot of industrial leaders in Denmark came forth (a)nd said that 
(…) we need them in the future” (Appendix B: 18). It must be accepted that this subject is 
important to Informant 3, as he knows and refers to news regarding refugees. This is a 
clear motivation towards the subject of refugees that can be considered closer to strong 
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than weak, on the continuum. Informant 5 responds with statistical information about 
refugees; “It’s only forty percent of them that’s working afterwards...”  (Appendix B: 18) 
which further indicates a strong motivation towards the subject matter. This is further 
evident when Informant 1 declares that “... we already spend about thirty percent of our 
BNP on social benefits. Denmark does” (Appendix B: 19). 
 
In regards to the alternative poster it is thus evident that the motivation of the reading is 
strong. 
 
In relation to the ministry poster, Informant 3 sums up his a priori motivation towards the 
subject matter and his reading; “... I also think we have an obligation (...) being in Iraq and 
Afghanistan to take responsibility …” (Appendix B: 28), he clearly indicates that he has a 
strong motivation towards the subject and thus the poster. Informant 6 also demonstrates 
a strong motivation towards the ministry poster; “... we are a rich country … So if we 
won’t take responsibility, should the poor countries do it?“ (Appendix B: 32). This is an 
indication of a priori motivation that leans towards the strong end of the continuum. 
Informant 4 declares her a priori motivation as she connects the ministry poster to her 
community and origin (Appendix B: 40). We can thus argue that we see a rather strong 
motivation towards the reading of the ministry poster, as with the alternative poster. 
 
An important factor of ‘motivation’ is the situation of consumption (Schrøder 2000: 244). It 
is argued that the situation in which the informants and readers are doing the reading, is a 
factor in the motivation. Some readers may be inclined to adopt an artificial motivation, as 
the setting of the focus group can be considered an artificial construction (Schrøder et al. 
2003). 
 
When analysing the dimension, the informants indicate a strong motivation towards 
reading them. The subject matter and perceived message of the two posters has a strong 
say in this. Refugees and asylum policy is a vigorously debated and opinionated subject, 
thus the motivation towards the subject is strong in our informants. This is perhaps an 
Making	sense	of	the	Inger	Støjberg	ad	
Aksel	Nok	Leth,	Marina	Ferrer,	Sara	Rodero	&	Zachary	Rune	Dyrbye	
December	10th	2015	 	 	 	 	 	 	
	
	 19	
obvious finding, especially in the case of Informant 3, who describes the history of his 
father being an immigrant (Appendix B: 38).  
 
The dimension of motivation has thus shown us, that most of the informants all have an a 
priori knowledge of the subject. This is evident although the informants, for good reasons, 
have only seen the ministry poster beforehand and had no knowledge of the alternative 
poster. 
 
Comprehension	
The concept of comprehension is two-fold and highly interesting to this project. It is also 
a rather difficult task setting up a thorough analysis of this dimension. Once more we 
must split up the data in two; one part regarding the alternative poster and one part 
regarding the ministry poster. As the alternative poster is considered fictional material, the 
plurality of differentiated audience responses is what interests us (Schrøder 2000: 246). 
 
“The decision about whether to compare specific audience comprehensions against the encoder’s 
intentional meaning or against the comprehensions of other audience members must be purely a pragmatic 
one: for instance, in the case of the communication campaigns, encoders care strongly about whether the 
message got through (ministry poster) and want to know whether it got through or not, while the encoders 
of fictional material (alternative poster) may be more interested in the plurality of differentiated audience 
responses” 
(Schrøder 2000: 246). 
 
We will thus firstly investigate the different readings produced and meanings perceived 
regarding the alternative poster. We will do this to understand how the readings are being 
received by the different informants. Whether they diverge from, or correspond to the 
perceived meanings. 
 
“Comprehension should therefore be understood as a decoding continuum from complete divergence from 
to complete correspondence to either the encoders’ intended meanings or the readings produced by other 
recipients.” 
(Schrøder 2000: 246) 
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The informants show several signs of constructing different readings when presented with 
the alternative poster. Most of the informants all agree on the word ‘contradictory’, when 
Informant 2 states that “... I found the red exclamation mark a bit contradictory” (Appendix 
B: 3). The connotative meaning of the colour red; ‘danger’, is shown by Informant 1 and 
then agreed upon by Informant 2, 3 and 4 (Appendix B: 3). The apparently dangerous red 
colour along with the French word sécurité (Appendix A: 2), seems to draw on the 
informants’ connotative understanding of the English word security; keeping something 
or someone out. The connotations could be derived from words such as ‘maximum 
security’, ‘security measures’, ‘Homeland Security’ etc. These are considered a means to 
provide a certain kind of security or safety, not the intended meaning of the word safety, 
or sécurité, which is simply the French translation. When we created the poster, we did 
not intend upon this interpretation. However, the informants all comprehend the 
produced meaning, which is interesting for continued work on the poster. 
 
The data suggests that the word contradictory is important to the informants. When 
asked to agree upon words to describe the alternative poster; contradiction strikes again 
“... I think the word contradictory is quite important as well” (Appendix B: 4). As above, 
this is an interesting point to ponder if the work of the alternative poster and campaign is 
to be continued. 
 
Other words being negotiated by the informants and agreed upon are words such as 
‘volunteer’ when they discuss the organisation behind the poster and the website 
(Appendix B: 7). ‘International’ and ‘Global’ because it has several different languages 
(Appendix B: 2-3). And ‘the European Union’ when Informant 3 argues that the sender is 
the ‘EU’ due to the logo (Appendix B: 2). 
The readings of the alternative poster lean towards the polysemic end of the continuum. 
Several meanings occur and are negotiated by the informants. This provides us with 
several points for continued work with the alternative poster. The data also suggests that 
the poster creates readings that are close to the ‘intended’ or ‘preferred’ meaning, 
exemplified when Informant 6 describes it as a ‘guide’ (Appendix B: 5) and the rest of the 
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informants agree with the word ‘help’ (Appendix B: 2-4). It is further evident when 
Informant 3 talks about the alternative poster being an NGO collaboration, that is 
supposed to provide information in a neutral manner (Appendix B: 34).   
 
In regards to the ministry poster, we will look at the data and whether the informants 
diverge from or correspond to the ‘intended’ of ‘preferred’ meaning. When the ministry 
poster was presented to the informants, they were asked to agree on a few words to 
describe it. All of them agreed on ‘fear’ and ‘unwelcoming’ (Appendix B: 13-14). Fear, 
both in the sense of “... fear of refugees …” (Appendix B: 9) in the case of Informant 3 and 
in the sense of the poster being “... meant to scare people. To think they would not get 
asylum in Denmark” (Appendix B: 11) in the case of Informant 4. Informant 1 agrees and 
Informant 2 describes it as “... putting up a scarecrow” (Appendix B: 11). We can thus 
elude that the readings lean towards the monosemic end of the continuum. The 
informants correspond to the ‘intended meaning’ of keeping out refugees and asylum 
seekers. 
 
To sum up, we have determined that the readings of the alternative poster, lean towards 
the polysemic end of the continuum. Several interesting meanings are being constructed 
through the readings that need rethinking, if work on the alternative poster is to be 
continued. The informants’ reactions and responses to the ministry poster tell us that the 
readings lean towards the monosemic end. The informants comprehend the ‘intended 
meaning’ of keeping refugees out of Denmark. 
 
Discrimination	
As we stated before, the dimension of discrimination appears when audiences “…adopt 
an aesthetically critical stance towards the text, as they comment on the paradigmatic and 
syntagmatic (e.g. generic) aspects of textual production” (Schrøder, 2000: 247). Following 
O’Donohoe (1997), informants tend to show two different readings. One perspective is 
“...the so-called ‘window-on-the-world’ perspective” (Schrøder 2000: 247), which 
represents a positive stance towards the message: transparent, clear and 
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representational. “On the other hand they may show an awareness of the human element 
in the production of the message.” (Schrøder 2000: 247).  
 
Although this position may be more fluent as it is stated “... it is perhaps more likely that 
actual readings will be ‘commuting’, as it were, between different positions on the 
continuum” (Schrøder 2000: 248). At this point the continuum between immersion and 
critical distance appear. 
 
In our focus group we compared the ministry poster with the alternative poster. When 
asking for five keywords to describe the alternative poster, Informant 3 suggests 
including EU in the list, as the poster has a small EASO logo on the bottom. “(...) it's like a 
standard of quality with this... With this EU flag (...)” (Appendix B: 6). 
 
We consider this a clear example of immersion because Informant 3 is directly referring to 
the EU logo as a sign of quality. Through semiotics, a trustful relation has been created 
between the sender and the recipient, and the whole message is considered more or less 
unquestionable. In clear opposition to this reasoning, Informant 1 is positioned through 
her intervention, on the opposite side in the continuum. 
“I think it’s interesting to say volunteer organization. (...) It’s not a official one…” (Appendix 
B: 7) 
 
Informant 1 shows a clear critical distance towards the poster. Considering the EASO as 
a volunteer organization, instead of an official or governmental organisation, makes the 
informant break any sort of reliability that could have been set up a priori. 
 
The controversial nature and highly debated subject of the ministry poster, has the 
informants displaying clear signs of critical distancing. An example of critical distancing 
is: 
“And that's why many people are afraid of letting in refugees of course and... You also have all this bad 
stories in Denmark of refugees or foreigners who are not willing to work and they’re just on social security 
and they don’t wanna learn the language. They live in ghettos… and that’s the picture that’s being painted. 
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Of course there is some truth to it, but again, this is the picture we see. There is also a different picture, but 
this is the one we see right now.” 
(Appendix B: 15) 
 
Informant 3 takes a critical distance referring to mass media as the main actor 
responsible for disseminating fear amongst the Danish population. It is not reality that is 
being painted, but rather what the government and media want to impose as the unique 
reality. During the conversation between our informants we notice an interesting 
discussion: 
 
“Informant 1: So it's not gonna make the message any better. It's gonna be the same. There's just going to 
be people with smiley faces telling you 'I'm sorry, I'm very sorry'. 
Informant 3: Yeah... 
Informant 1: 'But your... Benefits will be reduced by up to fifty percent'. So... 
Informant 4: But still, might be good compared to other countries. 
Informant 1: Yeah! 
Informant 4: So this makes it sound bad but it could still be a positive thing. 
Informant 1: Yeah... Yeah, this compares how it's been earlier... 
Informant 4: Yeah. 
Informant 1: ...with how it is, uhmm... Going to be. 
Informant 4: Yeah... 
Informant 1: Or has this one been passed and it’s the next lot of of thirty four restrictions… that are up 
for…” 
(Appendix B: 23). 
 
Informant 1 refers to the alternative poster when arguing that “it's not gonna make the 
message any better” (Appendix B: 22) and both Informants 1 and 4 agree. This indicates 
critical distance. When referring to the last bullet point of the ministry poster Informant 1 
says; “That there is a special return centre for rejected asylum seekers to ensure that 
rejected asylum seekers leave Denmark as quickly as possible’ (Appendix B: 29) and 
shows continual sign of critical discrimination toward the creation of posters; ”(…) 
Probably the translator didn't know how to put it like that” (Appendix B: 29). Informant 1 
acknowledges the use of a translator in the process of creating a poster like this. This 
Making	sense	of	the	Inger	Støjberg	ad	
Aksel	Nok	Leth,	Marina	Ferrer,	Sara	Rodero	&	Zachary	Rune	Dyrbye	
December	10th	2015	 	 	 	 	 	 	
	
	 24	
indicates that awareness of the process of creating a poster and can thus be determined 
as critical distance.  
 
Asking the informants whether they thought the ministry poster was ethical or not; 
informant 5 stated: 
 
“I guess in a way it is because I really don't like it. It think it's a fucking abomination doing something like this 
but still I think is ethically right doing it because in a way the government is representing Denmark as whole 
and apparently this is how people feel in Denmark, like majority are apparently a bit more right-winged than 
at least the people around this table. So as a government you have to represent those people's interests and 
apparently they are right-winged and that's why I think in that perspective it is ethically right doing this 
but, looking at (inaudible) politically it's a bit messed up, isn't it?” 
(Appendix B: 30). 
 
Informant 5 is commuting between a critical position and an immersive one. In other 
words, the informant rejects the way the message is presented, but finds it ethical as the 
Danish government is trying to keep promises of an election. In response to this, 
Informant 4 agrees to some point. She maintains a critical distance towards media and 
how it manipulates people’s opinion. She also expresses the need for Danes to keep the 
bigger picture in mind: 
 
“But it's like you said it's the media, they are projecting all of this. I don't think people would think this way if 
it wasn't for the media. Where I'm from in Jutland, a really small area, people don't know. They know what 
they hear and then they fear for, like, the unknown”  
(Appendix B: 31). 
 
Informant 2 shows further indications of critical distance when he talks about how 
language is used to transmit fear and contempt in order to fulfil the goal of the Danish 
government: 
 
“(...)“Denmark has decided to tighten the regulations”. It seems a bit insensitive, when you think about 
what’s just happened. I mean, you could say “these are the uhm… new regulations” I mean, it will be strict 
‘cause of the government. You don’t have to say “there’s a war in your country, therefore…” 
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(Appendix B: 37). 
 
Finally, Informants 3 and 4 discuss how media subjectively choose what is relevant and 
what is not. They unknowingly discuss the concept of ‘agenda setting’. They take critical 
distance towards how media and governments only deal with the flip side of the coin 
instead of showing both sides: 
 
“Informant 3: Even though of course there is some truth to stories, no doubt, these things have happened, 
rapes have happened, ehm... All these things, but again that's what we hear. 
Informant 4: We don’t care about the good stories. 
Informant 3: Nobody hears the good stories. It's not interesting” 
(Appendix B: 38). 
 
When analysing the dimension of discrimination, most informants show a positive stance 
towards the alternative poster, and take a critical distance when facing the ministry 
message. Although we were not surprised by this outcome, we find it interesting that 
informants not only take a critical position against the ministry poster. But against the 
media as an entity. Mass media, as an intermediary between sender and receiver is being 
criticized by the informants, for conveying a subjective version of reality.  
 
Position	
Again, we must split the analysis in two. We will be investigating the position of the 
readings towards both posters. The positions of the readings must not be considered in 
relation to the ‘preferred’ meaning. Rather they must be viewed in relation to the 
perceived meaning of the readings “... as ‘position’ applies only to ‘subjective’ attitude to 
the text accompanying a reading” (Schroder, 2000: 249). 
 
Regarding the alternative poster Informant 2 accepts the perceived meaning of giving 
refugees a choice; “I think it's a difficult one 'cause it's... It's... It's the whole choice, 
uhmm... But the refugees have to choose based on laws and stuff, that's very sad” 
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(Appendix B: 5). Informant 3 backs this up with another position leaning towards the 
accepting end of the continuum: 
 
“Because like this is a non-governmental organisation which cooperates with all the EU countries so even if 
they don't wanna take any refugees like Denmark they should still supply information for the website, telling 
that they don't wanna take any refugees. so in the website they could see where they could go, what 
governments are friendly towards refugees or who are not. So I think it should be a cooperation between 
like it says with the EU that like this NGO works for the EU for the refugees, someway.” 
(Appendix B: 35). 
 
Further examples of acceptance towards the alternative poster are the interventions of 
Informant 4: “But I think they should know the facts about bringing their family” (Appendix 
B: 36) and Informant 3: “...This just makes it easier to figure out which rights people have 
right now (...) at least they'd have the information here (...) I think it's a good way for 
people to let them know where they can go” (Appendix B: 37). 
 
When the two posters are compared Informant 3 accepts both messages. Although, at 
the same time, differentiates between them; “Well I'd say that this [the ministry] poster 
just tells you not to go to Denmark, when this poster [the alternative] tells you (...) where 
you could go (...) This [the alternative poster] delivers the same message, but it also gives 
you other opportunities.” (Appendix B: 26). The clear comparison between opportunities 
and limitations, by Informant 3, results in a mixed rejection of the perceived message sent 
by the Danish government. 
 
When the ministry poster was presented to the informants, several clear positions reveal 
themselves. The perceived meaning of the text according to Informant 3 was obviously 
one of fear; “Fear of refugees (...) they're afraid of too many refugees so that's why they're 
putting in this poster.” (Appendix B: 9). Informant 3 shows rejection towards the 
perceived meaning of the poster, when he describes the creators of the poster as ‘they’. 
Informant 3 and Informant 5 later negotiate the rejection and both agree that “We need 
them” (Appendix B: 18), clearly showing that both Informant 3 and 5 reject the perceived 
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meaning of ‘keeping them out’. Most informants agree with this which makes the rejected 
position even clearer; “But it’s true. We need them” (Appendix B: 18). 
 
Following with discussions and negotiations, Informants 3, 4 and 5 talk about how 
refugees are treated as being worth less than Danes: 
 
“Informant 3: Yeah, because a lot of people from Syria, there's lot... Of course there is some illiterate 
people but there's also a lot of educated people. Like, is the whole country fleeing so it's doctors, it's 
lawyers... 
Informant 4: *Agree* 
Informant 3: ...It's engineers, it's everything that's fleeing... So, within the groups of refugees is gonna be 
some well-educated, which can be beneficial for the country as well.” 
(Appendix B: 20-21).  
 
The informants perceive the meaning of the ministry poster as ‘don’t come here’ which 
they wholeheartedly reject. Their clear rejection is evident in the following discussion: 
 
“Informant 5: But that point, is very hard to change the way we see refugees... Because, right now there's 
an understanding of refugees being like 'Uhmm... Yeah. Not worth a lot'. So uhmm... 'A doctor from Syria is 
not quite as good as the Danish doctors’ 
Informant 4: Yeah 
Informant 5: So, we have to change the way we see those people.” 
(Appendix B: 21). 
 
Informant 4 accepts that the ministry poster has to convey the wishes of the Danish 
population, but the informants’ rejection of the message is still very powerful: “I think it's 
sad that speaks for our entire country when a refugee reads this they think of this is as 
being from Denmark and I don't think it represents our country, some of us, but not all of 
us.” (Appendix B: 29). Informant 3 has a seemingly similar perception of the poster, 
accepting the premise but rejecting the outcome “...They have been voting for their leader 
so it's their choice and that's their opinion. Unfortunately, in some ways the majority gets 
hurt of the minority.” (Appendix B: 42). 
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When asked whether they find the poster ethical or not, Informant 5 shows a clear 
example of moving from rejection to acceptance. The Informant is obviously very upset 
with the poster, yet still maintains that the poster is ethically correct, due to the senders’ 
legitimacy:  
 
“I guess in a way it is because I really don't like it. It think it's a fucking abomination doing something like this 
but still I think is ethically right doing it […] So as a government you have to represent those people's 
interests and apparently they are right-winged and that's why I think in that perspective it is ethically right 
doing this but, looking at (inaudible) politically it's a bit messed up, isn't it?”  
(Appendix B: 30). 
 
Informant 3 describes the ministry poster as ‘inhumane’ which is another clear rejection 
of the perceived meaning. They keep leaning towards the rejecting side of the continuum 
with statements like “I don’t want my name on something like that” (Appendix B: 29). One 
informant even states that in spite of social interaction with people who do accept the 
perceived meaning it is “(…) Not because I do” (Appendix B: 31). In fact, all the 
informants agree when Informant 2 rejects the perceived meaning by saying; “... I just 
don’t agree with this and I feel a bit, well sort of frustrated that the government does this 
on our behalf” (Appendix B: 34). 
 
After having extracted all the data from our focus group, we can group the readings into 
three different points of view and sum up what we have been analysing. ‘Accepting’ 
readings are visible when referring to the perceived meaning of the alternative poster. In 
contrast with the ministry poster, the readings can be almost exclusively placed on the 
rejecting side of the continuum. A few of the readings seemed to commute between the 
two sides of the continuum, but they were quick to dismiss this and move back into a 
position of rejection, due to the perceived intention behind the ministry poster. 
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Evaluation	
In the dimension of evaluation “… we leave the domain of ‘subjective’ readings, entering 
to the ‘objective’ domain of social discourses where the analyst, drawing political analysis 
of the social formation, relates readings to the continuum of ideological positions from 
‘hegemonic’ to ‘oppositional’.” (Schroder, 2000: 250). Thus with this dimension we wish 
to analyse the position of the readings in relation to the ‘preferred’ not the perceived 
meaning as was done through the dimension of position. 
 
Since we began work with the alternative poster, we have been deliberately encoding the 
poster with our ‘preferred’ meaning. The ‘preferred’ meaning of the alternative poster, is 
that it supplies the same information as the ministry poster, but executed in a humane 
and neutral manner. With the dimension of comprehension, we have shown that the 
informants produce rather polysemic readings of the alternative poster. During the 
informants’ reading of the alternative poster, they call it a ‘guide’ for ‘refugees’ and use 
words such as ‘help’ (Appendix B: 4-6) when describing it. Thus, the ideological position 
of the informants’ readings can be considered hegemonic towards the ‘preferred’ 
meaning of the alternative poster.  
 
Informant 4 produces a hegemonic reading towards the alternative poster when she 
argues that “... I think they should know the facts …” (Appendix B: 36). This hegemonic 
reading is based on her ideological position of welcoming refugees and asylum seekers in 
Denmark. Informant 4 is the one contributing the word ‘help’ as well (Appendix B: 4). 
Further evidence of Informant 4’s hegemonic understanding of the poster and 
acceptance of it was found when she was asked if the alternative poster “would have 
been better”. She quickly responds with “For me it would be better. A lot better.” 
(Appendix B: 27) clearly stating that she favours the ‘preferred’ meaning of alternative 
poster over the ministry poster. Informant 1 produces a negotiated reading of the 
‘preferred’ meaning although in this instance, and throughout the focus group, she leans 
towards a favoured reading; “Save them a journey, a wasted journey, if they got to 
Sweden and found out that they closed the border…” (Appendix B: 27). 
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Through our analysis, we have found evidence of two different types of readings. 
Although predominantly hegemonic or favouring, two of our informants can be seen as 
challenging the ‘preferred’ meaning, while still leaning towards favouring it. We have 
therefore decided to name the two types of readings; one called ‘favoured readings’, as 
they favour the alternative poster over the ministry poster, and another called ‘challenging 
readings’, referring to instances where the informants raise questions that challenge the 
alternative poster. We consider the readings of Informant 1 and 4 to be challenging 
readings, albeit leaning slightly towards the favoured readings. Whereas Informant 2, 3, 5 
and 6 all predominantly belong to the favoured readings. 
 
The readings of the ministry poster are completely different. The informants immediately 
adopt a hostile and oppositional stance. Initially, they reach the conclusion that the 
ministry poster is projecting a “Fear of refugees” (Appendix B: 9). According this fear 
stems from the right-wing voters and the Danish centre-right wing government; “So it’s 
our government and… is the majority of the people who believes in the government” 
(Appendix B: 14). The informants distance themselves from said voters exemplified when 
Informant 1 says; “I think it reflects the scale right at one end” (Appendix B: 13). 
 
According to the Informants, the main problem with the ‘preferred’ meaning of the 
ministry poster relates to the socio-political discourse, that refugees are worth less and 
do not contribute to society. Our Informants all predominantly disagree with this notion, 
although they are aware of the existence of said discourse. Informant 3 even goes to 
great lengths when explaining how he thinks that such discourses are constructed by the 
media, such as this poster. 
 
“Just the whole campaign, (...) Like in the media about (...) Terrorism and everything it's... It’s put a lot of fear 
on our hearts. So, hearing about this refugees and all this people saying: Well, they could be these rotten 
apples in this... In these refugee, uhmm... Groups. It scares us a lot” 
(Appendix B: 15). 
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He gives a clear example of what he sees as a reality constructed by the media, which 
does not necessarily reflect the beliefs of the entire population. Informant 4 agrees with 
this “But it's like you said it's the media, they are projecting all of this. I don't think people 
would think this way if it wasn't for the media” (Appendix B: 31). They are hostile towards 
this socio-political discourse; “... I don't think it represents our country, some of us, but 
not all of us” (Appendix B: 29) is an important statement to Informant 4 and it shows clear 
sign of an oppositional and hostile reading. 
 
A clear ideological discourse is presented by Informant 4; “... there are many countries in 
the world, and so everyone should take their part. Otherwise they’re gonna be in these 
awful camps somewhere” (Appendix B: 28). This is agreed upon by the rest of the group; 
Denmark has a responsibility towards the refugees. Not only are we ethically obligated to 
take in the refugees due to the fact that Denmark is a relatively wealthy country. Informant 
1, 4 and 6 engage in a negotiation of the hypothesis that Denmark cannot afford the 
refugees and that this could be the reason behind the government’s decision to produce 
their poster: 
 
“Informant 1: Yeah, and I think it boils down to money a lot of it. I think they feel threatened that if the 
money goes to this then there won't be enough for the older people. (...) 
 
Informant 6: I think that's really narrow-minded. (...) 
 
Informant 4: Because you have to look at it in a bigger perspective than that but... if you're so national you 
don't look at the world united. It's just like little Denmark. And we are like nothing. 
 
Informant 6: But we are a rich country compared to a lot of others (...) So if we won't take responsibility, 
should the poor countries do it? Hum, Greece, Italy, should they take care of them if we don't want to?” 
(Appendix B: 32). 
 
Informant 3 even goes as far as stating that we helped cause the refugee crisis, and that 
this further obligates us to help “Yeah. True, and I also think we have an obligation as a 
member of the coalition being in Iraq and Afghanistan to take a responsibility for the 
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civilian refugees coming now from 10-15 years of war now” (Appendix B: 28). This 
hostility towards the Danish government and the ministry poster, is somewhat negotiated 
but they never leave the oppositional side of the continuum. Informant 5 acknowledges 
his ideological position as being biased, but still expresses that he thinks this is out of 
line, when asked if he considers the poster to be ethical: 
 
“I guess in a way it is because I really don't like it. It think it's a fucking abomination doing something like this 
but still I think is ethically right doing it because in a way the government is representing Denmark as whole 
and apparently this is how people feel in Denmark, like majority are apparently a bit more right-winged than 
at least the people around this table”. 
(Appendix B: 30). 
 
As we clearly see, there a no favoured readings of the ministry poster. We have thus 
decided to name a third category ‘hostile’ readings. Essentially, all the readings of the 
ministry poster fall into the category of ‘hostile’ readings, with a few leaning towards 
‘challenging’ at times. This occurs when the informants attempt to view the ministry 
poster dialectically, as the discussion regarding ethics clearly shows (Appendix B: 30-33). 
The informants attempt to argue both sides of the case, but still end up opposing them; “I 
think it’s a fucking abomination” (Appendix B: 30). 
 
We can thus conclude, that these readings if converted into social practice, would 
definitely contribute to preventing the social change that the encoders of the ministry 
poster desire. In fact, we are now able to conclude that these readings, when converted 
into social practice, would most likely contribute to counter-hegemonic activities such as 
volunteer work (Appendix B: 40), donations (Appendix B: 40) and people opening up their 
homes (Appendix B: 40). Had we been able to follow up with an ethnographic study, we 
would have been able to investigate the dimension of implementation. This was not 
possible due to time and resources, but we have still constructed the data we need to 
answer our problem. 
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Conclusion	
Discussion	of	findings		
The	alternative	poster	
Through our analysis model we have now registered the multidimensional character of the 
readers’ many signifying processes. This was done with the help of what we call the 
subjective dimensions of motivation, comprehension, position and discrimination. With 
these dimensions we are able to evaluate upon the the informants’ motivation towards 
the posters, their understanding of the posters, their discriminating awareness, and their 
attitudes towards the posters and the encoders of these. In order to better explain our 
findings, we have decided to divide our findings between the two posters one last time, 
before gathering all our thoughts in the end. In order to visualise our findings, we decided 
to create the following model for the alternative poster (see Appendix C: 1). 
 
Firstly, this model shows us that the readings clearly favour the alternative poster over the 
ministry poster. This agreement between the informants is negotiated and constructed by 
our informants during their readings. The informants can all be said to have prior 
motivation towards the subject which the alternative poster touches upon; refugees. They 
all show signs of a priori motivation towards the media as well, mostly due to their a priori 
knowledge of the existing ministry poster and campaign. This is most likely founded in 
the massive political discussions of refugees in Denmark and the discourses born thereof. 
The readings are furthermore rather polysemic and they bounce from divergence to 
correspondence, with the different meanings constructed by the readings. If we were to 
continue our work on the alternative poster and campaign behind it, several important 
points for discussion surface. Particularly some interesting points regarding the look of 
the poster, the connotations of the red colour and exclamation mark being the best 
examples. These tie neatly into the next aesthetic analysis, namely the points revealed 
through the dimension of discrimination. The fact that the EASO logo (albeit mistaken 
with the EU logo) holds a significant amount of credibility to our informants. These are all 
important points if work on the poster and campaign is to be continued. Lastly, through 
the dimension of position, we see that the alternative poster is clearly favoured by the 
Making	sense	of	the	Inger	Støjberg	ad	
Aksel	Nok	Leth,	Marina	Ferrer,	Sara	Rodero	&	Zachary	Rune	Dyrbye	
December	10th	2015	 	 	 	 	 	 	
	
	 34	
informants when asked to discuss which poster represents Denmark ‘better’. It is highly 
likely that the ideological position and the socio-political background of our informants 
play a large role in their choice. All of the informants are from the capital area of 
Copenhagen where the current centre-right wing government of Denmark traditionally 
gets a low percentage of votes.  
 
However, through the dimension of political evaluation, we are able to conclude that the 
informants’ readings are considered hegemonic towards the ‘preferred’ meaning of the 
alternative poster. The informants’ readings, with the exception of two, are all considered 
‘favoured’. The last two are considered ‘challenging’ readings as they, on several 
occasions, challenge the readings and understandings of the alternative poster. The 
‘favoured’ readings are considered hegemonic as they all agree with the ‘preferred’ 
meaning of the poster: supplying information to refugees and potential asylum seekers in 
an ethical, humane and neutral manner. 
 
The	ministry	poster	
When analysing the multidimensional character of the ministry poster, we decided to 
categorise the readings as explained above; between ‘challenging’ and ‘hostile’ readings. 
We decided to create the following model to visualise our findings and categorisation of 
these (see Appendix C: 2). 
 
The data and model suggest that all of the informants are producing hostile readings of 
the ministry poster. Most of the informants again show a priori knowledge of the subject 
matter of the poster and are highly opinionated in relation to the ministry poster. They had 
all heard of it beforehand and the subject matter is as the same alternative poster; namely 
the refugee situation in Denmark. As with the alternative poster, the a priori motivation 
towards this media, again this is probably founded in the social discourses of the Danish 
society, relating to the policies of refugees being discussed by news outlets on a daily 
basis. We consider these readings to be very monosemic. They all comprehend and 
correspond to the ‘preferred’ meaning of the ministry poster of keeping refugees and 
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asylum seekers away from Denmark. The data also suggests that the informants are well 
aware of the aesthetic tools used in creating the ministry poster. The thoughts behind the 
wording of the poster are discussed on several occasions. They actively discuss the 
media’s role in spreading socio-political discourses of fear and loathing towards refugees. 
The perceived meaning of the poster is aggressively rejected by all informants, it is even 
referred to as a ‘fucking abomination’. We have thus labelled these readings ‘hostile’ and 
‘challenging’. Once more the socio-political background must be considered a major 
factor in their hostile readings.  
 
With the dimension of political evaluation, we can conclude that the readings of the 
ministry poster are all oppositional to some degree. Some are definitely considered more 
hostile than others. Two of the informants lean towards challenging on several occasions, 
but both of them return to an oppositional or hostile attitude whenever the ‘preferred’ 
meaning is discussed. None of the informants can be said to have ‘favoured’ readings of 
the ministry poster as they all oppose the ‘preferred’ meaning, the message it sends and 
the way in which it is done. 
 
Conclusion	
The original problem we wished to investigate was how the Danish readers make sense 
of the two posters and how this in turn affects the Danish nation brand. When combined, 
the data reveals socio-political discourses of fear towards refugees as potential asylum 
seekers. An understanding of the discourse of fear, as a premise of the ministry poster, is 
evident in the readings. The informants are well aware that the discourse saturates the 
public debate. This indicates a clear ‘us’ vs ‘them’ perspective of the public debate in 
Denmark. One that the informants of this focus group finds severely vile.  
 
We can thus conclude, when comparing the two posters, that Danish left wing and 
moderate readers prefer the alternative poster, or at least something less aggressive, 
more welcoming, and more informational, than the ministry poster. 
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When we look at the results of the readings and put them in relation to the concept of 
nation branding, we can conclude that Danish readers definitely believe the ministry 
poster to have damaged or changed the Danish nation brand.  
 
Reflections	and	further	research	
In hindsight the multidimensional analysis is missing the final piece of the puzzle. We are 
aware of the missing dimension of implementation which is used to: 
 
“...explore the unobtrusive routine ‘implementation’ of media readings in everyday life (…) through an 
ethnographic approach that studies the media’s symbiosis with the processes of the everyday over time.” 
(Drotner, 1996) 
 
Although we would have ‘preferred’ to carry out an ethnographic study, in which we 
could have analysed the readings in people’s everyday lives; we did not have either time 
or resources for the research. We realise that it is an important part of an investigation to 
undertake, but deemed our analysis valid without it. Our data suggest signs of counter-
hegemonic political activity but if we were to investigate these properly, an ethnographic 
study is a must, something we did not have the time for. This presents a golden 
opportunity and a very interesting point of departure for further research.     
 
In relation to the research design several pitfalls present themselves, after undertaking the 
entire investigation. Many of these could have been improved or fixed if time, resources, 
and experience in the qualitative investigation field had not been an issue. Two, or more, 
focus groups should have been done instead of only one as this would provide a wider 
range of opinions regarding the two posters. Another point is that our informants are all of 
the same left-wing socio-political ideology and it would have been more representative of 
the Danish population if the other side of the spectrum had been represented as well in 
the sense-making process. The moderator also ended up having to intervene more than 
what was planned. This was done to foster the dialogue between the participants and this 
potentially had an influence in the informants’ readings. In a perfect world we would have 
continued the research through follow-up-individual interviews for more in-depth 
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qualitative data and surveys to create quantitative data. There is no doubt that the 
learning experience from doing qualitative reception research in this project is very high. 
The data provides a point of departure for future investigations and following the 
hermeneutic approach of reception research, we have gained valuable experience for 
further investigation. 
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